62.

63.

65.

66.

67.

69.

70.

71.

73.
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Exhibit B

MEDIA COMPARISONS

Radio b Cost-Effective
(Cost-Per-Thousend Increase 1884 to 1994)

SPOT RADIO
NETWORK RADIO

OUTDOOR , ;. . '~ 38%]

DIRECTMAIL §__~ "~ " 52%]
SPOTN 57%

NETWORK TV 70%}

NEWSPAPERS 73%

MAGAZINES . 84%|
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MEDIA COMPARISONS

Radio Reaches Your Customers
Right Up To Time Of Purchase
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Parcant Of Shoppars Reachad By Madium
Within One Hour Of Largest Daily Purchase
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ourpoor G 0%

TV/CABLE 22%
NEwspAPER I 13%
macaznes B 12%

Share Of Time Spent With Each Medium
{SAM-SPM, Mon.<Fri.)
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DECLARATION OF HARVEY COHEN



Exhibit C

L7,

July 30, 1996

I, Harvey Coken, am tho Geuersl Manager for WPZL (TVY).
I have served In that capacity sinee 1988,

WDZL regularly cotspetes [Or sells againat] with a number of other

media for advertising sales. \\/DZL competes agaioat other Over the

Alr Broadeasters, Cable, Radio, Newspapers, Yellow Pages, Outdoor end
Direct Mail.  Media mix ¢xpenditures arc a key componesat Inour iales
itrategien,  \We prove to tho advertisers it is more effective to have a
media mix advertising strategy to reach the consumer,

In spending their advertising dollars, the [vast] mafority Of advertiters
consider the ¢ost effectiveness of variony media in reaching their targeted
consumers. In owr experience, \WDZ| zeeds 10 ¢onvines prospective
sdvertiaers that we are &« mom eost effective way 10 reach consumers then
other media, {ncluding direct moll, yellow pages =ad outdoor.

For example, WDZL bas had a major ¢ffort for the Yellow

Pages insurance company advertisers. Theinsuranee companies were
only advertising Inonemedls (Yellow Pygas). Omr caoapaiyn enabled
WDZL to garner a share Of insaraace company advertising dollars that we
otherwise would not have received.

Many of WDZL's advertisers also wis radio, cable, direct mail, outdoor
and yellow pages in their overall advertising mix sod routinely adjust the
perceatage amuong these medis.

WDZL regularly pitches business and services clisuts ia the South Florida

ares. The Sauth Florida area covers Dade, Hroward and Palm Beach
counties.

The fovegoing is true and correct to the best of my knowledge and beliel.
Harvey Coh:

General Manager
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Exhibit D

1, James E. Smith, hereby declare as follows:

1 am the vice president and markering direstor for the Sun-Sectine]. [ have served in that
capacity since 1990, Prior 10 thay, I served for 10 years as research roanager for the Sun-
Sentinef,

The Sun-Sentinel competes with a wids variety of other media for advertising sales. The
newspeper faces competition from other REWSpRpess, magazines, shoppers, direct-mail
compenies, the Yellow Pages, other directory services, outdoor advertising, broadeast and
cable television, and radic.

As in other communities, the markerplace for advertising in South Florida is driven by a
number of coasiderations, including but not limited o audience icach, audience
composition, cost and fraquency. Larger advertisers typically use a variety of media to
achieve various objectives with their advertising. Cost efficiency is 8 key considerstion
for mon advertisers and they frequertly move business from ooe medium 1o snother.

The Sun-Sentine! closely monitors the South Florida advertising roarket and invests
heavily in research and davelopmant to creats advertising progeams that attract business
from other tdvertising medin. For example, for the pask several years, we have nina
contest among our sales represeatatives to draw advertising dollars away from the Yellow



Pages. In support of theec cffocts, the Sun-Sentinel creatzd a promotiony) piece entitled
“Put Your Listing in the Yellow Pages And Your Advertising ip the Sun-Sentinel” This
wmaterial highlights the advantages of an sdvenising carnpaign ip the Bewspaper as
compared to advertizing in the Yellow Pages.

The Sun-Sextine] is not slene in monitoring the advertising muarket and aggressively
seeking to attract businass from other advertising media. Bell South, the local publisher
of the Yellow Pages, &lso regulsrly attempts to solicit sdverising revenue away from the
newspaper. ADVO, the direct-mail company, regularly targets newspaper-insert
advertisers and seeks to stiruct them into the mail.

The Sua-Sentinel markets its products and services aggressively in Dade, Broward and
Palm Besch. Sun-Sentinel seles represcntstives service clients from all three counties,
Exitn, a Spanish-language weekly magazine by the Sun-Sentinel, maintaing its office and
sales swff in Dade County. The newspaper also publishes a monthly magazine for

families calied South Florida Pareating. South Florida Pererting has its own sales staff

that actively solicits business in ali three counties. The Sun-Sentinal's salse
representatives slso sell advertising for both publications.

The Sun-Sentine] also covers news stories and develops features on issues of local

concemn in Dade, Broward and Paim Beach oounties. This coverage is enhanced by

specialty publications like Exito end South Fiorids Pacenting which develop and cover
2.



stories of interest to more-focused audicnces. While Exita’s focus is exelusively in Dade

County, South Florida Peregting's focus is in all three counties,

The above information is troe and correct to the best of my knowledge and belief.
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Exhibit E

Weaknesses Inherent

In Outdoor Display Adver tising

Cutdoor advertising {3 designed to com-
munleate e Wry brief message very quickly.
Consequently, it is not effective when relied
upon as the sole source of advertising.

When compared to newspaper sdvertis-
ing, billboards present several disadvantagdes,
However, unlike biflboards, newspapers can:

* Reach en audience or broad demographic
group that is not limited by local ordinances
or board availablity,

e Offer e format for e lang or complexmu-
%. whereas billboards severely restrict the
length of the message.

* Be appropriate for both short or long cam-
paigns that need to rely on continususly repeat-
ed exposures over e jong campaign,

e Provide the ability for readers D take the
time to reed the message carefully, thoroughly
and repeatedly, whereas billboard viewing is lim-
ited mthree to five seconds.

» Provide the format for any type of advertis-
ing message, ranging from image to price-points
to event sales. The format for billboard advertis-
ing i3 limiting, consequently it is generally usad
with other media,

* Encourage audience involvement that may
Inchude a call-to-action, unlike billhoards which
are a passive format.

* Take advantage of immediacy, so the
advertising message Is always up-to-date,
whether it's & message about a change in the
market, in the industry or the lacest sale prices.

* Provide your advertising message with a
very short lead time, un¥ke cutdoor advertising
that requires considereble planning and long
lead time.

't

Shemm likely ou

tfo_{mnwiﬂtbmkenhlp
s 3

Y '%ﬁ

What billboards can deliven—image and
color impact—can be obizined through various

So nguspapers can qﬂ'mbeadzwnagaqfwm‘oo;
display without any of the disadvaniages.

Sun-Sentinel




Put Your Listing In the Yellow Pages,
And Your Advertising In The Sun-Sentinel

The Sun-Sentinel is used as an advertising
source by more tren five tirmes the number of
people usingthe Yellow Pages. Infact it's the
primary source, Or the source of advertising re-
ferred to most frequently, for more than 10 times
the number of people that use the Yellow Pages.®

The Sun-Sentinel reaches nearly half the
adults in Broward/South Palm Beach daily and
more than half on Sundays. Subscribers provide a
large, stable audience, while rack, store and street
sales add new and different readers every day.

Newspaper advertisingenables you to seil 2
service or product, persuade and bulld or enhance
image. Contrary to Yellow Page advenising, with
rewspapers you can:

Create awareness, Establishyour image and
acquaint custormers with your business before
they need vou. You can also reach your repeat
custorners and tell them why they should return,
The Yellow Pages remain closed most of the time.

Motivate people to action. The right mes-
sage can close a sale before the customer reach-
esyour door. You can tout your new product
line, or promote service or price. You can't use
many price points in the Yellow Pages.

Respond to changes, You can change your
copy to meet your changing needs; changes in
the market, introduce new products, announce
new lecatlons, merchandise sales,or seasonal
offers. Yellow Page ad copy remains the sameal

year long.

 For abggﬁotzlve price of a quarter-page ad

i th .
Beach, you ook 25n BrowardSouth Palm
in the Sun-Sentinel.*

11Ads that
¢ each have anopportunity to reach an
average daily audience of 604,000 adult
readers.
* generate a total of 6.64 millin impres-

slotts and 490 gross rating points.
o reach your customers when you want to

reach them.
* communicate, motivate and seil.

Sourcas: SurSeninel riies Desed on 1 x 45" metad CoNEct rate with MURHAN SRR
Page mies basacd 0 3 cuaier-pege &d pleced i Boca Raton, Deirsy Seach, Formtiow
and Pompand Bescn. Yellow Page ectiony and rates rom 1564

Laciercale, Hollywood
Yoliwe Page Publishens Assccistiona Rates and Osta.

Targetyour market A Sun-Sentinelad rep-
resentative can ass!st you with targeting those
consumers who are most likely to buy your
product, according to demographicor geograph-
ic characteristics. Yellow page users have only
two things in common-they live in the same
area and they have access to a telephone.

Year-round service. Your Sun-Sentinet
ad representative can help you design your ad,
choose the right amount of advertising and posi-
tion your MESSECR to reach your target market

The next time you're planning to advertise,
put your listing in The Yellow Pages and your
advertlsing dollarsto work in the Sun-
Sentinel-—the best way to reach nore then
600,000 readers every day and 833,000 on
Sundays.**

Souroms: *Fioricia Opinkon Asssaran, Mkt Frole Shady, 1963
“The 1983 Sautiorough Regcot.

Sun-Sentinel
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Exhibit G

Hispanic Media In Miami:
'Exito! vs. Hispanic Radio

One ad in jExite! reaches more than five times the number of Miami
Hispanic adults than one spot on the leading Hispanic radio station does
in a quarter hour of morning drivetime —the best time for radio.

_ #Of Hispanic
Medium Adults Reached
iExital Readership 153,250
WAQI 28,877
WRMA 27.829
WRTO 27,281
WxDJ 20,670
WQBA/AM 19.292
WCMQ/AM 10.247
WCMQ/FM 8.252
WQOBA/FM 1577

;Exito! Readership vs. Hispanic Radio Listeners

iExlo}
Readership

o 20,000 40,000 60,000 80,000 100000 120000 V40000 160000

Fource: The 1008 Scaarough Repan.
‘or JExiiol Average tingle issus. For racio: Average quaner hour g deive iime (810 AM Mon-Fel).
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Hispanic Media In South Florida:
EXito vs. Hispanic Radio

One insertion in Exito reaches almost as many South Florida Hispanics
than the other top five radio stations combined.

#of Hispanic
Medium Adults
Exite Readership 111,250
WAQI 42.950
WRTO 32,900
WCMQ 14.000
WQBA/FM 12,600
WQBA/AM 10,100

Exito Readership vs. Hispanic Radio Listeners

111,250

0 20,000 40,000 60,000 80,000 100,000 120,000

Source: The 1984 Scamcrough Report.
lof Exite: Averagu Singt lusub. For Radio: Average usrier Hou Li g, Moming Deiva Ting (8-10 AM Mon, - £13.
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